The article discusses the issue of the global marketing environment in line with the factors determining its external conditions. The aim is to specify the marketing-environment indicators in the international context and interpret the use of geographical maps illustratively documenting the diff erences of particular parameters in various parts of the global market. The research-results help update the theoretical framework of global environment factors. These data are also important for practice. Many enterprises consider the question of optimising their sources and directing their goals towards the opportunities available thanks to global markets. The global environment mapping is thereby an important basis for the marketing activities whose implementation across national boundaries is going to be mainly infl uenced by peculiarities of the environment involving foreign markets and their changes.
INTRODUCTION
The involvement in international activities can be an interesting challenge for an enterprise since it off ers the opportunity to diversify the demand in geographic terms and balance seasonal oscillations in the international market. In addition, the foreign market allows for prolonging the product lifecycle to make the investment in that product's development more effi cient; improving their competitive position in the domestic market. We can also mention the use of fi nancial stimuli not o en existing in comparable domestic markets (exportation loans, tax reliefs, taking over the risks connected with foreign activities). In addition, the foreign market helps achieve higher economic eff ects thanks to larger production volumes, strengthening one's position thanks to cooperating with a capital-strong foreign company, getting an easier access to new top technologies, etc. (Boučková et al., 2003) .
The monitoring of the conditions impacting businesses' strategies while entering a target foreign market belongs to current business practice, being able to use relatively easily the tool of global maps. The international competitiveness of companies is infl uenced by varied factors that are classifi ed in 4 basic areas for analysing diff erent issues for the marketing planning. Those areas are: the political and legislative environment, the economic environment, the social and cultural environment and the technological environment. A survey of particular indicators relating to those areas, being used to make the mapping at the level of the whole world, gives a basic idea what's the situation in all the territories.
METHODOLOGY AND DATA
The international marketing can be understood like the philosophy of doing business, with enterprises directing their attention to foreign clients, trying to satisfy their needs and wishes better than the competition and to aim at building long-term relationships strengthening their cus-tomers' loyalty. Considering a particular strategy in international markets -such en enterprise surveys markets, makes its marketing plan and chooses the forms of entering the foreign markets, segmenting them, selecting a target foreign market, choosing a suitable positioning and doing an international marketing mix (Machková, 2009) . The international marketing is the process of planning and doing transactions across national boundaries involving the exchange. Its forms range from exporting to licensing, making joint ventures, wholly-owned acquisitions or managerial contracts. Because of the transaction taking place across national boundaries, the marketer is subject to a diff erent set of macro-environmental factors and constraints deriving from diff erent political systems, legal frameworks, cultural norms and economic circumstances (De Búrca et al., 2004) .
The up-to-date character of this topic is well demonstrated by the published articles in foreign scientifi c journals like, for example, International Marketing Review (e.g. Terpstra, 1987; Nielsen, 2003; Venaik and Brewer, 2013; and Efrat, 2013) . Also domestic authors pay attention to this area (e.g. Kubíčková and Toulová, 2013) .
There are many reasons for monitoring the global marketing environment. For instance, Federica Bressan and Paola Signori noticed that that there was a growing importance of emerging markets naturally requiring a good knowledge of the environment to make a good strategy (Bressan and Signori, 2014) . Qun Tan and Carlos M. P. Sousa (2013) deal with international marketing standardization. It is not only a very specifi c part of marketing, but also a topical issue. This method is based on a good knowledge of the marketing environment. Henry F. L. Chung, Cheng Lu Wang and Pei-how Huang (2012) focused their research on marketing strategies and decision-making structures of exporting companies. The environment is just one of the main factors aff ecting that. Jonida Kellezi (2014) points out that today's markets and business relationships have become global, i.e. the industry of trade expositions and exhibitions has experienced a rapid growth. Nevertheless, it is also necessary to adapt them to the global environment. This paper aims to suggest an integrated framework for the principal factors infl uencing the international marketing environment and to demonstrate how they are applied using the instrument of global maps.
The main methods used for that purpose involved a review of theoretical approaches and frameworks of international marketing factors conceived by selected authors, including a synthesis thereof. The examination involved the factors of the international marketing environment discussed and suggested by seven authors: Hollensen, 2001; Kotler and Armstrong, 2006; De Búrca et al., 2004; Hoff stede, 2007; Berndt et al., 2007; Machková, 2009; and Boučková et al., 2003 . The selected professional publications presenting secondary sources particularly involved searching for the subcategories and factors of the international marketing environment that those authors dealt with. The main output framework was suggested using a summarising method.
One of the ways how to learn of specifi c aspects of the international environment introduces global maps. Simply said, the maps represent a geographical area enabling people to fi nd places and/or to better understand features of any destination. They visually express the global environment status.
RESULTS
While examining the sources stated in the methodology of work, the framework of political & legislative environment involved establishing three main categories: political environment, trade regulation and legislation. The political environment comprises fi ve subcategories: i.e. safety and risks; the government's economic system; the government and its stability; membership in multinational institutions; approach to the information and lobbing and/or corruption. The trade-regulation sphere set aside two categories with the support to trade and exportations on one side and business barriers on the other side. Legislation is represented by one summary group of indictors (legislative framework).
The analysis of the world's economy (global economic environment) is generally done with evaluating basic trends in evolution of physical volumes of exchanged goods and services, evolution and movement in world prices of the most important commodities (oil) and the internationalisation/globalisation process. Regard ing the fact of more and more accelerating structural movements in the world economy, the attention has to be paid to the economic policy of certain countries being covered with the policy of multinational communities (created based on free-trade agreements, customs unions, economic unions, common markets, etc.). In fact, companies are infl uenced not only by the tools of business policies of governments in diff erent countries, but also by the activities of multinational institutions involving, for example, the International Monetary Fund (IMF), the World Trade Organisation (WTO), the Organization for Economic Cooperation and Development (OECD), etc.
The second area under examination is the economic sphere in the countries, including the evaluation of their markets and their classifi cation. The basic feature of any country's economy can be delimited by its economic system and economic structure. The most important economic criteria being generally evaluated are macroeconomic indicators and their evolution. The analysis also focuses on other factors making marginal conditions for a country's economic development, like the features of its population's demographic structure (including the indicators of its living standard and consumption) and the environment.
The Machková (2009) Tab. III summarizes the categories and factors coming under the social and cultural environment. The categories and factors are divided according to the environment type where they belong to. In particular, they are the social environment, the cultural environment and the social & cultural environment. The social environment framework was identifi ed with altogether four summarising categories (religion and taboos; language; aesthetics; individualism and collectivism). The cultural environment comprised fi ve categories in total (family; gender; education; population; ethnic and racial structure). Two categories have pervaded both the social and cultural environments. That is why they were put in the summary category of the social & cultural environment, i.e. lifestyle and ethics. Each category introduces the factors and/ or indicators that can be examined in detail for the strategic marketing planning. The last column of the table shows the authors dealing with those categories and factors in their works. The abovementioned partial integrated framework model of the social & cultural environment identifi es altogether 11 categories listing the factors that have to be considered while making decisions within the strategic marketing planning.
The technological environment provides data on technical maturity of a country and features of using its research and development potential. innovation; regulation of technological changes; production procedures).
The use of global maps to get to know the international marketing environment can be illustrated on the example of the map (Fig. 1) showing the population's distribution in diff erent parts of the world, aiming at the latest technologies. The darkest areas in the map are the regions with the population being technologically disconnected. On the contrary, the lighter areas show the regions with arising innovations; and the lightest areas comprises the regions with the latest technologies being just adopted at present.
DISCUSSION
The Religion; religious observance; religious holidays; religion and taboos; relationship to the universe (the belief in the existence of God, church attendance -the number of churches, the number of religious movements, Eastern religions, mysticism, occultism); faith and values; religious institutions; religious practices (some religious practices limiting properties product -alcoholic, animal fats); sorrows; pray facing; forbidden topics (nudity, sexual conduct, hygienic habits, allusions to church); taboos (fi sh on Fridays for Catholics, Hindus for beef, pork for Muslims and Jews) etc. (2006) Machková (2009) the fi nancial market, including it in the framework of the economic environment. The Kotler's conception (2006) presents the social & cultural environment with two independent categories, i.e. the demographic environment and the cultural one. Boučková et al. (2003) works, however, with the same categories, but she comprises them into social factors. Both the aforesaid authors broaden the scale of external impacts with the term of the natural environment that is not stated in other authors' works like an independent category. At the same time, Boučková et al. (2003) accents the ecological aspects within that area. It's surprising in the context of fast-changing technologies and their development, being part of current marketing activities that the authors pay the least attention to them. These issues are not solved at all in some publications (Hollensen, Berndt et al. (2007) and Machková (2009) into the political and legislative environment, but on the contrary into the economic environment by Boučková et al. (2003) and De Búrca et al. (2004) . In addition, Hollensen (2011) mentions them in both the categories. There is also a close relation to the political stability which is, according to De Búrca et al. (2004) , directly conditioned by social and cultural indicators, e.g. the degree of social unrest; cultural, ethnic religious and language unity of a country.
CONCLUSION
Learning of the status of the aforesaid indicators is principal to be able to formulate the strategy while entering a foreign market. Analysing the legislative and political environment of a foreign country help a company get the basic information about a country's stability and reliability and about the conditions for foreign business entities, which refl ects that country's business policy. The economic environment's framework shall involve evaluating the basic economic factors relating to the size and nature of a territory. (We cannot separate inland economic activities from the world's economy. That's why the analysis shall also comprise both the global world economy and a particular market's economy). Another condition for successful commercial activities is the knowledge of specifi c factors of the cultural and social environment not only relating to clients but also to negotiations with foreign partners. It also involves evaluating the technological environment that has contributed to the real globalisation of doing business internationally. Analysing technical and technological changes provides data on a country's technical level of advancement and features of using its scientifi c and research potential. Global maps, being a good tool, may be used to provide a basic orientation and learn diff erences or contrarily conformities of diff erent geographical regions. When using them, the evaluation shall take into consideration complexity and interconnection of the elements in the international marketing environment. Any single map cannot give suffi cient data to make decisions about international activities. Other circumstances have always to be looked for; for example the beforementioned map (see above) puts forward investigating the population's literacy (social & cultural environment), access freedom to the information (political and legislative environment), a country's level of economic advancement (economic environment) etc. When comparing the maps showing the access to modern technologies and the level the population's literacy, there are some areas being technologically excluded, having simultaneously a high rate of illiteracy. Those fi ndings consequently imply modifying marketing tools. For example, the technological level is decisive for marketing communication in view of selecting communication channels; and the literacy level will consequently impact the form of communication.
